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ABSTRACT 
The purpose of this study was to examine the effect of celebrity endorser and brand image 
on consumers willingness to buy Maybelline products at the University of Muhammadiyah 
Malang. The method used in this study was a quantitive method. The analysis tool by employing a 
perceptional index and multiple regression test. The independent variable (X) in this study 
constitutes celebrity endorser and brand image. Henceforth, the dependent variable (Y) in this 
study was the consumer’s willingness to buy. The population taken in this study were students 
female at the University of Muhammadiyah Malang with an unknown number. The sampling 
technique is utilizing nonprobability sampling techniques. The sample was taken in this study by 
about 120 respondents. It can be tapped from the study that: (1) Celebrity endorser has a positive 
effect on consumers willingness to buy Maybelline products. (2) Brand image has a positive effect 
on consumers willingness to buy Maybelline products. (3) Brand image constitutes the dominant 
variable effect consumers willingness to buy Maybelline products.  
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ABSTRAK  
 
Tujuan penelitian ini adalah menguji pengaruh celebrity endorser dan brand 
image terhadap minat beli konsumen produk maybelline di Universitas 
Muhammadiyah Malang. Metode penelitian menggunakan penelitian kuantitatif. 
Alat analisis menggunakan indeks persepsional dan uji regresi linier berganda. 
Variabel independen (X) dalam penelitian ini adalah celebrity endorser dan brand 
image. Variabel dependen (Y) dalam penelitian ini adalah minat beli konsumen. 
Populasi dalam penelitian ini adalah Mahasiswi Universitas Muhammadiyah 
Malang dengan jumlah yang tidak diketahui. Teknik pengambilan sampel 
menggunakan teknik non probability sampling. Sampel dalam penelitian ini 
sejumlah 120 responden. Hasil penelitian menunjukkan bahwa: (1) Celebrity 
endorser berpengaruh secara positif terhadap minat beli konsumen produk 
Maybelline. (2) Brand Image berpengaruh secara positif terhadap minat beli 
konsumen produk Maybelline. (3) Brand image adalah variabel yang berpengaruh 
dominan terhadap minat beli konsumen produk Maybelline. 
 
Kata kunci: Brand image, Celebrity endorser, dan Minat beli konsumen 
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